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Introduction: Marketing is an essential aspect of any business, and this is particularly true for the hospitality industry (Ryan, 2012). Effective marketing strategies are critical for building brand recognition, attracting new customers, and retaining existing ones. In this essay, there will be a comparison between the marketing strategies of two multinational hotel brands: Moxy Hotels and Six Senses Hotels. The marketing mix, segmentation, targeting, and positioning strategies employed by these brands will be analysed and their existing current market positions will be covered as well. Furthermore, the marketing messages given to their customers and what considerations they have made within their marketing regarding sustainability, social responsibility, geopolitical events, and contemporary issued will be focused. Lastly, some recommendations will be made for developing and enhancing marketing activities for these brands, taking into account relevant contemporary concerns in the hospitality market.

Body: Moxy Hotels is a brand under the Marriott International group, aimed at the millennial traveller. The brand was launched in 2014 and has since expanded to over 60 hotels globally. Moxy's marketing strategy is focused on providing a high-energy, affordable, and stylish hotel experience for young travellers. They have achieved this by incorporating unique design elements, digital amenities, and playful social spaces that encourage social interaction. Moxy's marketing mix is focused on providing a unique experience to their target market while maintaining an affordable price point (Roy et al., 2017). They offer a range of services that appeal to the millennial traveller, including keyless room entry, mobile check-in, and complimentary Wi-Fi. Additionally, they have partnered with digital brands such as Netflix, which is available in their hotel rooms.
Moxy Hotels segment their target market based on age, behaviour, and lifestyle (Moxy Hotels 2022). They target the millennial traveller, who is tech-savvy, social, and values experiences over material possessions. The brand's positioning is focused on providing a trendy and affordable hotel experience that encourages social interaction. Moxy's marketing communications are focused on highlighting their unique design, playful social spaces, and digital amenities (Everything you need to know about moxy hotels: Are they worth it? 2022). They have also utilized social media and influencer partnerships to target their millennial audience. For instance, they partnered with Tinder to create a "Swipe Right" campaign, encouraging guests to socialize and connect during their stay.
In response to contemporary issues, Moxy Hotels has made several changes to their marketing strategies. The COVID-19 pandemic forced the hospitality industry to adapt, and Moxy responded by offering flexible cancellation policies and implementing strict health and safety protocols (Riabenka & Postova, 2023). Additionally, Moxy has recognized the growing importance of sustainability and has made efforts to reduce their environmental footprint, such as using eco-friendly materials in their hotel designs and reducing single-use plastics. 
Six Senses Hotels is a luxury brand that focuses on wellness and sustainability. The brand was launched in 1995 and has since expanded to over 22 hotels globally. Six Senses' marketing strategy is centred around offering a unique and personalized wellness experience for their guests, while also promoting sustainability and cultural immersion (History 2022). Six Senses' marketing mix is focused on providing a personalized, sustainable, and culturally immersive experience for their guests. They offer a range of services that promote wellness, such as spa treatments, yoga classes, and personalized wellness programs (Ghauri, 2014). Additionally, they have implemented sustainable practices, such as reducing plastic waste and sourcing local, organic ingredients for their restaurants.
Six Senses segment their target market based on their interest in wellness, sustainability, and cultural immersion. They target guests who are seeking a unique and personalized experience that promotes their well-being while also promoting sustainable and culturally immersive practices. The brand's positioning is centred around offering a luxury wellness experience that aligns with guests' values. Six Senses' marketing communications are focused on highlighting their personalized wellness programs, sustainable practices, and cultural immersion experiences. They have also utilized social media and partnerships with wellness influencers and eco-conscious organizations to target their audience (Bowie et al., 20017). For example, they partnered with PADI to offer scuba diving experiences that promote ocean conservation. Six Senses Hotels has made several changes to their marketing strategies in response to contemporary issues. They have recognized the growing importance of sustainability and have made efforts to reduce their environmental impact, such as implementing sustainable building practices and reducing plastic waste. Additionally, they have adapted their marketing strategies in response to the COVID-19 pandemic by implementing health and safety protocols and offering flexible cancellation policies. 
Both Moxy Hotels and Six Senses Hotels have distinct marketing strategies that cater to their respective target markets (Smith & Zook, 2020). Moxy Hotels' marketing strategy focuses on providing an affordable and trendy hotel experience for the millennial traveller, while Six Senses Hotels' marketing strategy focuses on offering a luxury wellness experience that promotes sustainability and cultural immersion. Both brands utilize social media and partnerships with influencers to target their audience. However, there are some notable differences between the two brands' marketing strategies. Moxy Hotels' marketing mix is focused on providing digital amenities and playful social spaces, while Six Senses Hotels' marketing mix is focused on promoting wellness and sustainable practices (Kotler et al., 2020). Additionally, Moxy Hotels' segmentation and targeting strategies focus on age and lifestyle, while Six Senses Hotels' segmentation and targeting strategies focus on interests in wellness and sustainability.
Moxy Hotels and Six Senses Hotels also differ in their positioning strategies. Moxy Hotels positions itself as a trendy and affordable hotel experience for the millennial traveller. They utilize playful and quirky design elements to create a fun and social atmosphere that appeals to younger generations. Their brand messaging focuses on providing a unique and modern experience that aligns with their target audience's values. In contrast, Six Senses Hotels positions itself as a luxury wellness brand that promotes sustainability and cultural immersion (Housden , 2008). They focus on providing a holistic experience that promotes physical and mental wellbeing, as well as environmental sustainability. Their brand messaging emphasizes the importance of wellness, sustainability, and cultural immersion, which appeals to a more affluent and environmentally conscious audience. Both brands use marketing communications to reach their target audience. Moxy Hotels utilizes social media platforms such as Instagram and TikTok to engage with their audience and showcase their playful and trendy hotel experience. They also partner with popular influencers and host events to increase brand awareness and attract new customers. Additionally, they utilize email marketing to offer promotions and incentives to customers (Jobber & Ellis-Chadwick, 2020). Six Senses Hotels also uses social media to reach their audience, but they focus on promoting their sustainable practices and wellness offerings (Chaffey & Ellis- Chadwick, 2019). They partner with eco-conscious organizations and influencers to promote sustainable tourism practices and engage with their audience on social and environmental issues. They also utilize email marketing to offer exclusive packages and promote their wellness offerings. In terms of the marketing mix, Moxy Hotels' product strategy focuses on providing a unique and trendy hotel experience with digital amenities such as mobile check-in and in-room entertainment. Their price strategy is affordable and appeals to budget-conscious travellers (Jobber & Ellis-Chadwick, 2020). Their place strategy focuses on urban locations with easy access to city attractions and nightlife. Finally, their promotion strategy utilizes playful design elements, social media, and events to attract younger generations. Six Senses Hotels' product strategy focuses on providing a luxury wellness experience that promotes sustainability and cultural immersion. Their price strategy is premium and appeals to more affluent travellers. Their place strategy focuses on exotic and remote locations that offer unique cultural experiences and natural beauty. Finally, their promotion strategy emphasizes their commitment to sustainability, wellness, and cultural immersion, which appeals to a more environmentally conscious and culturally curious audience. In terms of contemporary issues, both brands have recognized the growing importance of sustainability and have made efforts to reduce their environmental impact. Moxy Hotels has implemented eco-friendly practices such as reducing single-use plastics and using energy-efficient lighting (Clow & Baack, 2013). Six Senses Hotels has taken a more comprehensive approach to sustainability by implementing sustainable building practices and offering guests experiences that promote environmental conservation. To enhance their marketing activities and promote potential future growth, both brands could benefit from focusing on sustainability and social responsibility. This is becoming increasingly important for consumers, especially younger generations who are passionate about social and environmental issues (Kotler & Kartajaya, 2017). Moxy Hotels could implement more sustainable practices, such as reducing single-use plastics, and communicate these efforts to their audience. Six Senses Hotels could leverage their commitment to sustainability and wellness by partnering with eco-conscious organizations and promoting sustainable tourism practices.

Conclusion: In conclusion, Moxy Hotels and Six Senses Hotels have distinct marketing strategies that cater to their respective target markets. While Moxy Hotels focuses on providing an affordable and trendy hotel experience for younger generations, Six Senses Hotels emphasizes wellness, sustainability, and cultural immersion for a more affluent and environmentally conscious audience. Both brands utilize marketing communications and partnerships to reach their target audience and have made efforts to adapt to contemporary issues such as sustainability and the COVID-19 pandemic. By continuing to develop and enhance their marketing activities, both brands can attract and retain customers and promote potential future growth.
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